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Network externalities, the notable characteristic of network economy, make the 
product forms and consumption manners essentially. Under such background, I put 
forward that the integration of technology sourcing and marketing can improve the 
possibility of achieving success for products innovation and study on the necessity of 
integrating the technology sourcing and marketing during the products innovation 
process in the market, especially in the case of the market with network externalities. 
And then, we also mainly study on the very crucial issues such as compatibility, risk 
choice and timing decision-making of corporations which plan to introduce a 
innovation product with network externalities to the market using consumer utility 
theory and multistage Games theory.  
I prove that network externalities strengthen the necessity of integrating the 
technology sourcing and marketing during the products innovation process. And the 
new entrant in the market hold by a incumbent firms will take higer technology risk in 
order to gain market share when its innovation product is incompatible with the 
incumbent’s.And if compatibility is technically feasible, the new entrant’s 
compatibility decision-making depends on compatibility cost. I also show that the 
competitive firms’ timing choice for entering into a emerging market in which there is 
no suppliers yet not only depends on the extra cost for the fist-mover, but also is 
concerned with the innovation degree difference between two rival firms and the 
rival’s response. Similarly，if compatibility is technically feasible and the cost is small 
enough, both rivals may be better off agreeing to make prospective products 
compatible.  
Besides, I also validate my research by case studies and bring forward some 
worthy suggestions for the network companies engaging in IT industry to inprove 
R&D ability and profits. 
 














第 1 章 引言 ..............................................................................................1 
1.1 问题的提出 ..................................................................................................1 
1.2 研究内容及方法 ........................................................................................10 
1.3 论文结构 ....................................................................................................10 
第 2 章 创新产品导入策略影响因素及分析 ........................................12 
2.1 传统创新产品导入策略影响因素及分析................................................12 
2.2 具有网络外部的创新产品导入策略影响因素及分析............................21 
2.3 本章小结 ....................................................................................................31 
第 3 章 产品创新技术导入和市场导入集成的必要性........................33 
3.1 消费者需求对创新产品利润的影响........................................................34 
3.2 消费者购买能力对创新产品利润的影响................................................37 
3.3 案例分析：华为的成功之道 ....................................................................40 
3.4 本章小结 ....................................................................................................45 
第 4 章 具有网络外部性的创新产品的导入策略................................48 
4.1 消费者选择对兼容性、技术风险决策的影响........................................49 
4.2 消费者选择对兼容性、进入时机决策的影响........................................54 
4.3 案例分析：AMD 与 Intel 的 64 位处理器之战 .....................................62 
4.4 本章小结 ....................................................................................................67 
第 5 章 结论 ............................................................................................69 
5.1 主要结论 ....................................................................................................69 
5.2 启 示 ..........................................................................................................72 
5.3 进一步研究的方向 ....................................................................................75 
参考文献 ..................................................................................................77 














Chapter 1  Introduction ·········································································1 
1.1 Propound the Question················································································1  
1.2 Contents and Methods···············································································10 
1.3 Framework of the Paper ···········································································10 
Chapter 2  The Effect Factors on the Introducing Strategies of 
Innovation Products and Analysis of Them·········································12 
2.1 The Effect Factors on the Introducing Strategies of Traditional  
Innovation Products and Analysis of Them·············································12 
2.2 The Effect Factors on the Introducing Strategies of Innovation Products 
with Network Externalities and Analysis of Them··································21 
2.3 Summary·····································································································31 
Chapter 3  The Necessity of Integrating the Technology Sourcing 
and Marketing in Products Innovation················································33 
3.1 The Effect of Market Requirement on Profits of Innovation Products 34 
3.2 The Effect of Purchasing Power on Profits of Innovation Products ·····37 
3.3 Case Study: The Key for Huawei Getting Successful ·····························40 
3.3 Summary·····································································································45 
Chapter 4  The Introducing Strategies of Innovation Products with 
Network Externalities·············································································48 
4.1 The Effect of Consumers’ Choice on Compatibility and Technology Risk 
Strategies ·····································································································49 
4.2 The Effect of Consumers’ Choice on Compatibility and Timing 
Strategies ·····································································································54 















Chapter 5  Conclusions ········································································69 
5.1 Main Conclusions of the Study ·································································69 
5.2 Suggestions··································································································72 




















第 1 章 引言 
 1












































































































短。正如（图 1.1）所示，在 20 世纪后半期的 50 年里，五个行业的新产品生命
周期几乎缩短了三倍。Uttal(1987)指出，受技术变化影响较大的行业，如电子产



























































      产     品 率先创新者 模仿创新者 
   自动聚焦照相机    美   国 日  本 
     笔记本电脑 美   国 日  本 
    半导体激光器 美   国 日  本 
     半导体材料 美   国 日  本 
     便携计算器 美   国 日  本 
     平板显示器 美   国 日  本 
     数字式手表 美   国 日  本 
   DRAM 记忆芯片 美   国 日  本 
     复印机 美   国 日本/美国 
     传真机 美   国 日  本 
    集成电路制造设备 美   国 日本/美国 
    集成电路测试设备 美   国 日  本 
    电视机 美   国 日  本 
    磁带录像机 美   国 日  本 
资料来源：Gover E., Strengthening the Competitiveness of U.S. Mircoelectronics, IEEE Transactions 









































































它在与苹果的 Macintosh 系统的竞争中，脱颖而出，并最终统治了市场。20 世纪
70 年代，Beta 和 VHS 两种录像带之争，尽管 VHS 在技术上逊于 Beta，但是 VHS





为零。例如微软在 2006 年 11 月 30 号首次在中美同期发布三款主要面向商业用
户的旗舰产品：办公软件 2007 Microsoft Office System、新操作系统 Windows Vista
以及电子邮件平台 Exchange Server 2007。作为有史以来最大的一次软件升级活
动，微软为此投入巨大，各个方面均创下历史纪录。从人力资源看，Vista 及新
版 Office 两个团队开发设计成员总共 9000 余人。在开发资金方面，微软目前已
为 Vista 投入 90 亿美元，包括 Vista 未来的配套及合作伙伴的投入，预计在 180
亿美元以上，如果加上新版 Office 的成本，投入资金在 240 亿~270 亿美元之间。
其中，Vista 的开发历时 6 年，微软为 Vista 重写了近 60%的源代码，Vista 拥有
50 个相互依赖的组件层次，共有 6 个版本，程序代码总量大约 5000 万行，比
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